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Faktor-Faktor Yang Mempengaruhi Minat Beli followers Akun Influencer 
Kuliner @solodelicious (Studi Analisis Korelasi Tentang Faktor-Faktor Yang 
Mempengaruhi Minat Beli followers Akun Influencer Instagram 
@solodelicious). Muhammad Hussein Nikmatullah. D1213048. Program 
Studi Ilmu Komunikasi. Fakultas Ilmu Sosial dan Politik. Universitas Sebelas 
Maret. Surakarta. 2017 
 
Keinginan membeli secara umum didasarkan pada upaya mencocokkan 
motif pembelian dengan atribut atau karakteristik merek yang tengah 
dipertimbangkan dengan melibatkan aspek psikologis, seperti motivasi, persepsi, 
dan integrasi. Pada kebanyakan orang, perilaku pembelian konsumen seringkali 
diawali dan dipengaruhi oleh banyaknya rangsangan (stimuli) dari luar dirinya, 
baik berupa rangsangan komunikasi pemasaran maupun rangsangan dari 
lingkungannya. Stimuli tersebut diwujudkan dalam awareness, eWOM, perceived 
value, perceieved price, perceived quality, promosi, trustworthiness, usage, 
dansatisfaction. Secara akademis penelitian ini bermanfaat untuk menguji 
keberlakuan teori tentang faktor-faktor yang mempengaruhi minat beli, yaitu 
faktor awareness, electronic word of mouth, perceived value, perceived price, 
perceived quality, promotion, trustworthiness, usage, dan satisfaction. Dan untuk 
mengetahui apakah lama menjadi followers , usia dan jenis kelamin memberikan 
pengaruh terhadap minat beli. 
Jumlah responden yang dijadikan sampel dalam penelitian ini dihitung 
dengan rumus Slovin, yang berasal dari followers  pada akun Instagram 
@Solodelicious dengan jumlah sampel yang dipergunakan sejumlah 100 
responden. Adapun metode penarikan data dalam penelitian ini dilakukan dengan 
cara unrestrictedsample atau sample yang tidak dibatasi. Analisis dilakukan untuk  
mengetahui korelasi antara awareness, electronic word of mouth, perceived price, 
perceived quality, promotion, trustworthiness, dan satisfaction dalam 
mempengaruhi minat beli followers  akun @Solodelicious. 
Hasil penelitian menunjukkan bahwa seluruh variabel memiliki korelasi 
terhadap minat beli followers  akun @Solodelicious, yang ditujunkkan dengan  
nilai signifikansi kurang dari 0,01. Nilai korelasi tertinggi terhadap minat beli 
adalah pada trustworthiness  (0,374) , kemudian  berturut-turut promotion  (0,352) 
, awareness (0,314) , satisfaction (0,359) , perceived price (0,305) , usage  (0,296) 
, perceived  quality  (0,258) ,  dan electronic word of mouth  (0,236) . Ketika lama 
follow, usia dan jenis kelamin dimasukkan menjadi variabel kontrol, korelasi 
beberapa factor yang diteliti terhadap minat beli menjadi lebih kuat. Terutama 
pada variabel lama follow  1-2 tahun, kelompok responden dengan usia di atas 28 
tahun dan responden dengan jenis kelamin perempuan.. 
 
 
Kata Kunci: awareness, electronic word of mouth, perceived price, perceived 





Factors Affecting Interest Buy Followers Culinary Influencer Account 
@solodelicious (Study of Correlative Analysis About Factors Affecting 
Interest Buy followers Account Influencer Instagram @solodelicious). 
Muhammad Hussein Nikmatullah. D1213048. Communication Studies 
Program. Faculty of Social and Political Sciences. Sebelas Maret University. 
Surakarta. 2017 
 
The buying desire in general is based on matching purchasing motives 
with brand attributes or characteristics being considered by involving 
psychological aspects such as motivation, perception, and integration. In most 
people, consumer buying behavior is often initiated and influenced by the number 
of stimuli (stimuli) from outside himself, both in the form of stimulation of 
marketing communications and stimulation of the environment. The stimuli are 
manifested in awareness, eWOM, perceived value, perceieved price, perceived 
quality, promotion, trustworthiness, usage, andsatisfaction. Academically this 
research is useful to test the validity of the theory about the factors that influence 
buying interest, namely awareness factor, electronic word of mouth, perceived 
value, perceived price, perceived quality, promotion, trustworthiness, usage, and 
satisfaction. And to find out whether the long be followers, age and gender 
influence on buying interest. 
The number of respondents sampled in this study was calculated by the 
Slovin formula, derived from followers on Instagram @Solodelicious account 
with the number of samples used by 100 respondents. The method of data 
withdrawal in this research is done by unrestrictedsample or sample which is not 
restricted. The analysis is done to know correlation between awareness, electronic 
word of mouth, perceived price, perceived quality, promotion, trustworthiness, 
and satisfaction in influencing buying interest of @Solodelicious account 
followers. 
The results showed that all variables had a correlation to the buying 
interest of @Solodelicious account followers, which were ditujunkkan with 
significance value less than 0.01. The highest correlation value of buying interest 
is trustworthiness (0.374) , then promotion (0.352) , awareness (0.314) , 
satisfaction (0.359) , perceived price (0.305) , usage (0.296) , perceived quality 
(0.258) , and Electronic word of mouth (0.236) . When the long follow, age and 
sex are included into control variables, the correlation of several factors studied to 
the buying interest becomes stronger. Especially in the variable follow 1-2 years 
old, the group of respondents with age above 28 years and respondents with 
female gender 
 
Keywords: awareness, electronic word of mouth, perceived price, perceived 
quality, promotion, trustworthiness, satisfaction,  minat beli dan @Solodelicious 
